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This	organization	treats	people	like	me	fairly	and	justly	 4.62	 .943	Whenever	this	organization	makes	an	important	decision,	I	know	it	will	be	concerned	about	people	like	me.	 4.17	 .982	This	organization	can	be	relied	on	to	keep	its	promises	 4.47	 .892	I	feel	very	confident	about	this	organization’s	skills	 4.64	 .791	I	believe	that	this	organization	takes	the	opinions	of	people	like	me	into	account	when	making	decisions	 4.24	 1.014	This	organization	has	the	ability	to	accomplish	what	it	says	it	will	do.	 4.50	 .853		
Contro
l	Mutua
lity	 This	organization	and	people	like	me	are	attentive	to	what	each	other	say	 4.24	 .908	This	organization	believes	the	opinions	of	people	like	me	are	legitimate	 4.34	 .952	In	dealing	with	people	like	me,	this	organization	has	a	tendency	to	throw	its	weight	around	(Reversed)	 4.09	 1.127	This	organization	really	listens	to	what	people	like	me	have	to	say	 4.22	 .905	The	management	of	this	organization	gives	people	like	me	enough	say	in	the	decision-making	process		 3.79	 .948		
Commi
tment	
I	feel	that	this	organization	is	trying	to	maintain	a	long-term	commitment	to	people	like	me	 4.59	 .789	I	can	see	that	this	organization	wants	to	maintain	a	relationship	with	people	like	me	 4.57	 .873	There	is	a	long-lasting	bond	between	this	performing	arts	organization	and	people	like	me	 4.45	 .857	Compared	to	other	performing	arts	organizations,	I	value	my	relationship	with	this	organization	more	 4.07	 1.041	I	would	rather	work	together	with	this	organization	rather	than	not	 4.57	 .725		
Satisfa
ction	
I	am	happy	with	this	performing	arts	organization	 4.75	 .651	Both	the	organization	and	people	like	me	benefit	from	our	relationship	to	each	other	 4.62	 .717	Most	people	like	me	are	happy	in	their	interactions	with	this	organization	 4.38	 .887	Generally	speaking,	I	am	pleased	with	the	relationship	this	organization	has	established	with	people	like	me	 4.61	 .750	Most	people	enjoy	dealing	with	this	organization	 4.36	 .847	
 22 
	 A	reliability	analysis	was	then	performed	to	determine	the	internal	consistency	of	the	OPR	scale.	The	analysis	revealed	that	the	OPR	survey	measure	had	excellent	internal	consistency	(Chronbach’s	α	=	0.945).	The	only	items	that	would	further	increase	internal	consistency	by	being	omitted	were	“In	dealing	with	people	like	me,	this	organization	has	a	tendency	to	throw	its	weight	around”	(Chronbach’s	α	=	0.961)	and	“Compared	to	other	performing	arts	organizations,	I	value	my	relationship	with	this	organization	more”	(Chronbach’s	α	=	0.946).		These	questions	were	included	in	analyses	because	the	internal	consistency	remains	high.		













Months	Variable	 B	 SE	B	 ß	 t	 p	Constant	Control	Mutuality	Scale	Trust	Scale	 2.020	.361	-.93	 .447	.160	.177	 	.392	-.106	 4.516	2.250	-.529	 .000	.027	.598	
R	 R2	 R2	adj.	 df	 F	 p	.447a	 .200	 .161	 87	 5.182	 .001	
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Commitment	Scale	Satisfaction	Scale	 .233	-.125	 .196	.221	 .250	-.130	 1.189	-.565		 .238	.573			
Table	6:	Model	Summary	for	Regression	Analysis	for	Event/Performance	Attendance	in	Last	
Twelve	Months	 					 	 					 	
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problem?		Yes	 	 No	 	 Unsure		
Have	you	attended	specific	events	put	on	by	this	performing	arts	organization	that	










fundraising	events)		Yes	 	 No	 	 Prefer	not	to	answer		
	
In	the	past	twelve	(12)	months,	how	often	have	you	volunteered	for	this	
organization?		Never	1-2	times	3-4	times	More	than	5	times		
How	likely	are	you	to	do	any	of	the	following	in	the	next	three	(3)	months?	[One	answer	per	activity]	
Attend	an	event	hosted	by	this	organization	
Donate	money	to	this	organization	
Volunteer	for	this	organization		Extremely	Unlikely	Somewhat	Unlikely		Neither	Likely	nor	Unlikely	Somewhat	Likely	
 40 
Extremely	Likely			
Demographics		
What	is	your	year	of	birth?	(If	collecting	generation-specific	information)		
What	is	the	highest	level	of	school	you	have	completed	or	the	highest	degree	you	
have	received?	Less	than	high	school	degree	High	school	graduate	(high	school	diploma	or	equivalent	including	GED)	Some	college	but	no	degree	Associate	degree	in	college	(2-year)	Bachelor's	degree	in	college	(4-year)	Master's	degree	Doctoral	degree	Professional	degree	(JD,	MD)		
Choose	one	or	more	categories	that	best	describe	you:	American	Indian	or	Alaska	Native	Asian	Black	or	African	American	Caucasian	Native	Hawaiian	or	Pacific	Islander	Other		
What	is	your	sex?	Male	 	 Female		
Information	about	income	is	very	important	to	understand.	Would	you	please	give	
your	best	guess?	Please	indicate	the	answer	that	includes	your	entire	household	
income	in	(previous	year)	before	taxes.		Less	than	$10,000	$10,000	to	$30,000	$31,000	to	$60,000	$61,000	to	$90,000	$90,000	to	$120,000	$120,000	or	more			
What	is	your	ZIP	code?	
	 	
 41 
													
APPENDIX	C		-	TABLES	&	CHARTS	
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Table	7	- 	Communication	Channel	Preference		
		
		 	
	Channel	 	Millennial	Use	 	Non-Millennial	Use	
Television	 0%	 1%	
Radio	 0%	 1%	
Email	 12%	 28%	
Mail	 12%	 15%	
Phone	 16%	 25%	
Facebook	 16%	 6%	
Other	Social	 12%	 0%	
In-Person	(Talking	with	staff	in	lobby	or	events)	 24%	 24%	
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